Abstract
Introduction
Half a century ago Levy (1959) presented an idea that brands are symbolic reflections of one's personality. Elliott (1997) argues that consumers do not consume products for their material benefits, but use products because of their symbolic meaning, which is perceived by consumers from product image. J. Aaker (1997) describes brand personality as a set of human characteristics associated with the brand. Definition presented by J. Aaker is one of the most well-known descriptions of brand personality. Brand personality could be described using the same characteristics as human personality: social-demographic (sex, age, social class, etc.), lifestyle (leisure time, hobbies, interests, etc.) and specific traits character (friendly, calm, bold, careless, self-assured, etc.) (Levy, 1959; Aaker, 2010) . Brand personality is created through these sources: associations consumers have about the brand; image of the company that produces the brand (corporate image) and product attributes, such as distribution channels, packaging, etc.; image of brand users (typical consumers of the brand) and personnel of the company (Levy, 1959; Wee, 2004; Viot, 2006; Lin, 2010) .
The number of studies show that well developed and established brand personality has a positive impact on brand preference, loyalty, attitudes towards and with the brand, it also strengthens the competitive advantage (Malhotra, 1988; Biel, 1993; Fournier, 1998; Kapferer, 2010; Lin, 2010) . Distinctive brand personality creates in consumer's memory a set of unique and positive characteristics, which consequently forms and enlarges brand equity (Keller, 1993 (Keller, , 2008 and makes physical properties of a brand unique (Wee, 2004) . Brand personality provides the differentiation dimension, which simplifies the user's decision-making process (Phau & Lau, 2001) and helps to establish a connection with the target consumers (De Chernatony, 2010) . In general the main function of brand personality is to create a stronger brand by playing role of self-expression to consumers, building relationship between brand and consumer, and communicating functional features of the brand (Aaker, 2010) .
Previous studies in marketing and consumer behaviour field have raised the idea that the higher congruence between human personality and brand personality, the higher is user's tendency to choose the brand (Sirgy, 1982; Malhotra, 1988; Aaker, 1996; Vernette, 2003; Govers & Schoormans, 2005; Lin 2010 ). It is proven that consumers prefer brands with a symbolic function that suits their own identity (Sirgy, 1982; Belk, 1988; Swann, Stein-Seroussi & Giesler, 1992; Kleine, Kleine & Kernan, 1993; Escalas & Bettman, 2003) or allows to express ideal self (Escalas & Bettman, 2003; Fennis, Pruyn & Maasland, 2005) . The match between brand personality and consumer personality creates a relationship between both personalities, which affects the choice of goods (Sirgy, 1982 , Jamal & Goode, 2001 Wee, 2004; Ambroise, Ferrandi, Merunka, Florence & De Barnier, 2005) , the intention to buy (Helgeson & Supphellen, 2004; Wee, 2004; Ambroise, Ferrandi, Merunka, Florence & De Barnier, 2005; Govers & Schoormans, 2005) , product evaluation or attachment to the product (Sirgy, 1985; Kleine, Kleine & Kernan, 1995; Fournier, 1998; Yi & La, 2002) . Fennis, Pruyn and Maasland (2005) have found brand personality "transfer effect" to consumer personality, and made a conclusion that consumers choose brands not only because they highlight certain aspects of what we are or want to be, but also because brands themselves create those aspects.
Scholars argue that there is congruence between some dimensions of human personality and brand personality. While examining consumer personality dimensions ("Big Five" model) and brand personality dimensions Aaker (1997) , Caprara, Barbaranelli and Guido (2001) , Fennis, Pruyn and Maasland (2005) , Lin (2010) found that several brand personality dimensions are related with several dimensions of "Big Five" model. Agreeableness dimension of human personality matches sincerity dimension of brand personality (as both are composed of such traits as warmness and approval); extraversion matches excitement (due to similar traits such as sociability, energy and activity); conscientiousness matches competence (due to similar traits such as responsibility, reliability and safety). Fennis, Pruyn and Maasland (2005) found the relation between human personality dimensions openness to experience and competence (this might be due to the fact that both dimensions have such trait as intelligent), also the match was found between extraversion and ruggedness (as both dimensions have similar traits: extraversion -risky and bold, ruggednesswild and tough). Lin (2010) also found the significantly positive relation between human personality dimension agreeableness and brand personality dimensions excitement and competence. However, it still remains unclear what brand is chosen in case consumer scores high on neuroticism dimension; or what type of personality prefers brand with sophistication dimension. According to J. Aaker (1997) this might be due to the reason, that while choosing the brand, sophistication dimension (also it might be ruggedness) is the one, that consumers desire to have, but not necessary own the same dimension.
Previous studies analysed how congruence between human personality and brand personality or some dimensions lead consumers to buy the brand. However, according to anthropomorphism, we could expect, that a person who has a high level of certain personality dimension would assign higher scores of this dimension to a brand; and on the contrary, if a person has low level of certain personality dimension, he or she would be loath to evaluate the same dimension of brand personality as important. Therefore, the purpose of this paper is to understand whether the consumer attributes the same dimensions of his/ her personality to dimensions of a brand personality.
Method
The research aims to cover current gaps in scientific literature, because as it was stated previous scholars have mostly paid attention to congruence topic between brand and consumer personalities. The main research question is whether the consumer with particular personality dimensions is inclined to attribute the same dimensions to personality of brands.
The research questionnaire was based on J. Aaker (1997) bipolar brand personality scale of 15 traits that could be summed up to five dimensions (sincerity, ruggedness, excitement, competence and sophistication) and NEO-FFI personality questionnaire from 60 statements, which represent human personality dimensions of "Big Five" model (agreeableness, extraversion, openness to experience, conscientiousness and neuroticism) (Žukauskienė & Barkauskienė, 2006) .
In order to answer the research question, quantitative study (204 paper-assisted personal interviews) was performed; non-representative sample was recruited using snowball method. The study was done in Lithuania analysing the category of cars. During the research respondents were asked to evaluate brand personalities of 10 car brands: Volkswagen, Volvo, Jeep, Toyota, Hummer, Jaguar, BMW, Audi, Honda and Mercedes. Car category was chosen due to the reason that previous studies had shown that brands of cars by most consumers are easily associated with human personality dimensions (Muniz & O 'Guinn, 2001; Bagozzi & Dholakia, 2006) .
Results
Congruence between cars' brand and human personalities. The analysis of general assessment of all ten measured cars' brand personalities showed that there is relation between human personality dimensions and brand personality dimensions. In contrast to earlier performed studies, the relation was found between human personality dimension neuroticism and brand personality dimension competence (r= -0.122, p<0.05) (see Table 1 ). This means, that the lower level of respondents' neuroticism, the more is likely that respondents will attribute car brands with competence characteristics. It was also noticed, that the higher respondents score on extraversion, the higher is evaluation of cars' brands excitement dimension (r= 0.172, p<0.01): brands of cars evoked feeling of excitement for more extravert respondents. Other human dimensions were also related with brand characteristics, however, in this case the relation was found between dimension of human personality and several dimensions of brand personality (see Table 1 ). Openness to experience was positively correlated with sincerity (r= 0.145, p<0.05) and competence (r= 0.128, p<0.05). Agreeableness was positively correlated already with three brand personality dimensions: sincerity (r= 0.281, p<0.01), competence (r= 0.270, p<0.01) and excitement (r= 0.245, p<0.01). The last human personality dimension conscientiousness positively correlated with even four brand personality dimensions: sincerity (r= 0.206, p<0.01), competence (r= 0.140, p<0.05), excitement (r= 0.130, p<0.05) and sophistication (r= 0.132, p<0.05). It is important to notice that brand personality dimension sophistication had relation with only one human personality dimension conscientiousness. And the last brand personality dimension ruggedness did not have relation with any of human personality dimensions.
Therefore, it can be concluded that in most cases the relation was found between human personality dimension and brand personality dimension (excluding ruggedness dimension). Moreover, on the contrary to expectations even three human personality dimensions were associated with several brand personality dimensions. These results contradict the dominant opinion in marketing studies, that brand personality should match human personality, in other words, that there must be relation between specific brand personality dimension and corresponding human personality dimension. One of the reasons explaining why in this particular study the relation was found between specific human personality dimensions and several brand personality dimensions could be that different brands have not the same and in some cases even opposite evaluation of their brand personality. Therefore, the analysis should be done evaluating relation between dimensions of each brand personality and human personality.
Volkswagen brand. Volkswagen brand personality dimensions had relation with only two dimensions of human personality (see Table 2 ). The higher respondents scored on openness to experience characteristic, the less this brand was perceived as exciting (r= -0.165, p<0.01). Positive relation was found between respondents' conscientiousness dimension and brand personality ruggedness (r= 0.177, p<0.01), excitement (r= 0.178, p<0.01) and sophistication (r= 0.159, p<0.05) dimensions. It could be noticed, that most of dimensions do not have any relation, however, conscientiousness dimension is related with several brand personality dimensions.
Volvo brand. In case of Volvo brand human personality dimension openness to experience also had negative relation (see Table 3 ), however, not with excitement dimension of brand personality, but with ruggedness dimension (r= -0.139, p<0.05). Another human personality characteristic conscientiousness had relation with two brand personality characteristics: sincerity (r= 0.135, p<0.05) and competence (r= 0.123, p<0.05). Case of Volvo showed that there is relation between human personality dimension neuroticism and these brand personality dimensions: excitement (r= 0.160, p<0.05), sophistication (r= 0.159, p<0.05) and ruggedness (r= 0.179, p<0.01).
Jeep brand. In case of Jeep brand human personality dimension openness to experience strongly stands out (see Table 4 ), because it has positive correlation with all brand personality dimensions: competence (r= 0.290, p<0.01), sophistication (r= 0.269, p<0.01), excitement (r= 0.260, p<0.01), ruggedness (r= 0.179, p<0.01) and sincerity (r= 0.234, p<0.01). Another human personality characteristic agreeableness also has relation with several brand personality dimensions: sincerity (r= 0.227, p<0.01), excitement (r= 0.213, p<0.01) and competence (r= 0.211, p<0.01). Case of Jeep brand also showed that there is relation between human personality dimension extraversion and brand personality dimension sincerity (r= 0.140, p<0.05), and between conscientiousness and ruggedness (r= -0.145, p<0.05). Toyota brand. Lots of correlations between human personality dimensions and brand personality dimensions were found out analysing Toyota case (see Table 5 ). Human personality dimension agreeableness correlated with all brand personality dimensions, the strongest relation was between agreeableness and excitement (r= 0.310, p<0.01). Another human personality characteristic conscientiousness also had relation with several brand personality dimensions: sincerity, sophistication and ruggedness, and the strongest relation was with ruggedness (r= 0.213, p<0.01). Openness to experience also correlated with several brand personality dimensions: sincerity, excitement and competence, and the last had the strongest relation (r= 0.160, p<0.05). Hummer brand. Several human personality dimensions correlated with Hummer brand personality dimensions. Agreeableness had positive relation with sincerity (r= 0.126, p<0.05), but negative relation with sophistication (r= -0.198, p<0.01) (see Table 6 ). Human personality characteristic openness to experience correlated with brand personality characteristic ruggedness (r= 0.147, p<0.05). And finally extraversion dimension had positive relation both with excitement (r= 0.141, p<0.05) and competence (r= 0.145, p<0.05) dimensions. Jaguar brand. All human personality dimensions had relation with Jaguar brand personality dimensions (see Table 7 ). Neuroticism was positively correlated with ruggedness (r= 0.138, p<0.05), however, extraversion dimension had negative correlation with the same brand personality dimension (r= -0.180, p<0.01). Human personality dimension openness to experience was positively correlated with brand personality dimensions excitement (r= 0.213, p<0.05) and sophistication (r= 0.155, p<0.05). Agreeableness dimension had the strongest relation with competence (r= 0.227, p<0.01), and finally conscientiousness dimension had negative relation with ruggedness (r= -0.260, p<0.01). BMW brand. Surprisingly, but one of the most popular world's brands BMW almost was not associated with human personality traits (see Table 8 ). Only one of human personality dimensions neuroticism was negatively correlated with brand personality dimension excitement (r= -0.187, p<0.01). Audi brand. In case of Audi brand compared with the case of BMW brand more correlations between human personality dimensions and brand personality dimensions were revealed. Human personality characteristic openness to experience was negatively correlated with brand personality characteristic ruggedness (r= -0.131, p<0.05) (see Table 9 ), and conscientiousness had positive relation with sincerity (r= 0.156, p<0.05). Human personality dimension agreeableness correlated with almost all brand personality dimensions (excluding ruggedness), however the strongest relation was with competence (r= 0.277, p<0.01). Honda brand. Lots of relations were revealed between human personality dimensions and Honda brand personality dimensions. Human personality characteristic neuroticism was negatively correlated with almost all brand personality dimensions (excluding sophistication), however, the strongest negative relation was noticed with competence dimension (r= -0.250, p<0.01). On the contrary, agreeableness negatively correlated only with sophistication (r= -0.128, p<0.05). Both human personality dimensions agreeableness and conscientiousness correlated with three brand personality dimensions, however, in both cases the strongest relation was found with sincerity dimension (accordingly r= 0.257, p<0.01; r= 0.377, p<0.05). Extraversion had almost the same correlation with ruggedness (r= 0.165, p<0.01), sincerity (r= 0.157, p<0.05) and competence (r= 0.123, p<0.05). Mercedes brand. In the case of last analysed brand Mercedes the negative relation was found between human personality characteristic neuroticism and brand personality characteristic competence (r= -0.164, p<0.01) (see Table 11 ); the positive relation was found between extraversion and excitement (r= 0.165, p<0.01). Meanwhile agreeableness correlated with almost all brand personality dimensions (excluding ruggedness), but the strongest relation was found with competence (r= 0.230, p<0.01). The analysis of researched brands shows that depending on the brand the correlations between human personality dimensions and brand personality dimensions differ. In some cases human personality dimension correlates with only one brand personality dimension, in other cases the relation is found with almost all dimensions. Therefore, it is quite difficult to reveal any consistent patterns.
However, this problem might be solved if to evaluate the strength of correlation relation. In those cases where human personality dimension correlates with several dimensions of particular brand personality, the strength of relation might be evaluated. This will show between which dimensions there is the strongest relation. Table 12 shows the sum-up of correlations and the strength of those correlations. The table shows that human personality dimension extraversion in most cases has the strongest relation with brand personality dimension excitement. These results are consistent with previous studies and revealed connections (Caprara, Barbaranelli & Guido, 2001; Fennis, Pruyn & Maasland, 2005; Lin, 2010) . Another human personality characteristic agreeableness in most cases had the strongest correlations with brand personality characteristic competence. The relation between these two dimensions was also noticed by Lin (2010) .
To find out relation between other human personality dimensions and brand personality dimensions is a little bit difficult. It might be argued, that human personality trait openness to experience in most cases correlates with brand personality dimension ruggedness. However, ruggedness also showed the strongest relation with other human personality dimension conscientiousness. Meanwhile conscientiousness in lots of cases also had strong relation with brand personality dimension sincerity. Therefore, based on research results it might be argued that there is relation between human personality dimension openness to experience and brand personality dimension ruggedness, and between conscientiousness and sincerity with ruggedness. There are left two dimensions that do not have obvious match: human personality dimension neuroticism and brand personality dimension sophistication; the relation between these two dimensions was noticed only in one case. Meanwhile, neuroticism had positive relation with ruggedness, but negative correlation with competence.
Discussion
The research showed that there is general relation between human personality and brand personality, and these results are in line with previous studies (r= 0.240, p<0.01). However, detailed analysis presented the variety of match between human personality and brand personality dimensions. The assumption that consumer is inclined to attribute the traits of his/ her personality to particular brand personality is supported only in one case: person, who scores high on extraversion dimension, is likely to attribute excitement characteristic to brand personality. Authors, studying congruence between brand personality and consumer personality also proved this relation (Aaker, 1997; Caprara, Barbaranelli & Guido, 2001; Fennis, Pruyn & Maasland, 2005; Lin, 2010) . Other relation that was also investigated in previous studies by Lin (2010) was proven for human personality dimension agreeableness and brand personality dimension competence, however these dimensions are not perceived as matching (including the same traits).
The results of research have also showed that if consumer scores high on openness to experience dimension, he/ she is likely to attribute ruggedness dimension to brand personality; if scores high on conscientiousness, is likely to attribute sincerity characteristic to brand personality. It should be noticed, that the study also revealed the possible behaviour of people, who score high on neuroticism dimension: the higher the level of neuroticism, the more brand personality will be perceived as having ruggedness characteristics, and the less as having competence traits.
The limitations of this study are due to the fact that the research was done only in cars' category, which is attributed to high involvement categories; therefore, the results might be different for categories with other levels of involvement. Moreover, during the research several brands of cars (e.g. Jeep, Hummer) that are not very common in Lithuanian market were analysed and this might have impact on study results.
